Main target of this research is examining the relationship between the purchase intention of cosmetics and brand label. The image of the store mediates the relationship between purchase intention and brand label in the cosmetics sector of Pakistan. To check the direct or indirect effect of brand label on purchase intention, data was collected from 200 customers of different stores. Snow ball sampling technique is used for the collection of data from respondents, and PLS-SEM 3 was used to test the hypothesis. The findings indicate that brand label positively and significantly impact customer purchase intention of cosmetics and store image is also positively linked with brand label and mediating the relationship between purchase intention and brand label. Findings will help the retail service sector to understand the importance of store image and how to enhance the consumers purchase intentions. Over long term, customer retention is better and business profitability is greater.
Introduction
The cosmetics industry has been the bulwark of Pakistan's economy. The garments and cosmetics are the two largest industries and play important role in foreign exchange of the country. The share of the cosmetics industry in the national economy and its contribution to exports, in terms of GDP, foreign exchange earnings, investment, employment and value added, and income generation, altogether the cosmetics industry is seen as a lucrative manufacturing industry in economic growth of the country. Pakistan is rapidly becoming a cosmetics trading centre in Asia. This industry is also among the major employment sector of Pakistan it serve the huge population of Pakistan. The employment rate in this sector in 2017 is 23% which is highest employment rate as compare to other industry. If we compare the retail industry with cosmetics industry the retail industry is also give the huge employment rate to the Pakistan population. The employment rate in retail industry in 2016 is 21%.
The Pakistan cosmetics industry is among the major industry of Pakistan. In GDP 4.5% contribute by this sector of Pakistan. This region provides 23% employment to the total population of Pakistan. In list of cotton producers Pakistan is at no 11 and Pakistan is the 12 largest yarn manufacturers in Asia. Cosmetics industry is the back bone industry of Pakistan. The export of Pakistan cosmetics is decreasing day by day. Due to decrease in cosmetics export we want to promote our retail industry because lack of intension in retail industry. Current era development of Pakistan basically depends on service sector. At this time the service sector contributing 53.30% to real GDP. Due to continuous growth of service sector in 2004-05 there is positive changes appears in the economy of Pakistan it is very help full in total economic growth. Due to positive changes in economy of Pakistan the purchasing power of the consumer increases, customer need and wants are also changes and the customer focus on more service quality. The term "Retail" is derived from the French word "retailer" which means "cut a piece" or "break volume". Retail includes direct interaction with customers and coordination of end-to-end business activities. Not only has Pakistan seen a recent shift from small brands to wholesalers and shopping malls, but it has also seen a major revolution in the retail sector and is now an array of a wide range of international brands (such as Nike, Charles & Keith, Swatch, Body Care) and major international wholesale chains (such as Metro, Carrefour and Wal-Mart).
Retail giants similar to Marks & Spencer and Target Corporation are interested in initiating business operations in Pakistan. These biggest retail stores want to start their retailing business in Pakistan because they know that Pakistan is also a huge population country and very less restriction to start retailing business in Pakistan. The growth in Pakistan's retail sector is critical to maintaining its competitiveness in comparison with other Asian giants and neighbouring countries. India has the 5th largest global retail market. The total value of India retail industry is 353 billion and they expect that 200 billion increase at the end of this fiscal year. In India there are many retail giant have start their retailing operation. The giants of retailing sector are focus on Pakistan they know that the trend change in Pakistan. The Pakistani customer focus on the retailing sector and customer purchase their products from the biggest retail stores (Muneer et al., 2017) . The customer does not purchase the products from local store they purchase products from big stores like ( Al-Fateh, Imtiaz super market, hyper star, metro cash and carry, macro cash and carry, chaseup store). Customer think that the big store have good quality products and available at low price as compare to local stores. This is very positive thing for the retailing industry.
The store brands play a very important role in the retailing industry. There are many store brands available on the store chains these store brands compete with the international brands. In the retail sector they are totally focus on their store brands because they play a very important role in maximizing profit of the store. If we talk about the cosmetics store brands, they have very huge competition in the market. Customer compares the cosmetics store brand with the international brand like (Nike, Burberry, and Polo). The store brands compete with price and quality with the international brands. Customer compares both of these factors while purchasing the store brands (Muir et al., 1996) . These store brands also plays important role in increasing the profit of the store and store brands also create a differentiation and store loyalty. Currently the customers of the store brands are increase and due to increase in number of customer the store sales volume and market shares are increases, which have positive for the retail store (Alamanda, 2014) . Recently, most of the retail store appears in the market with their own store brands and they did not prefer the manufacturer brands they introduce their own store brands variety (Amato et al., 2004) . For attracting the customer and creating the customer loyalty the store brands helps the retailer by offering the product variety and product quality at best price. The objectives of our research are to measure the Effect of service quality on store image and measure the effect of service quality on brands label. Relationship between store image and brands label also one of the main objectives.
Literature Review
Martineau developed the idea of store image in (1958) and he described the store image as the mode in which the customer's mind pictures the store, sometime by its practical qualities and some time by its atmosphere of physical attributes. Grewal et al. (1998) said that a store's service quality level, consuming atmosphere or store environment and product quality are called store image. Retail store image has been displayed to perform a central part in store patronage, and it is extensively recognized that psychological aspects have an important role in store image development. Earlier research measure the tangible elements, or they find out the relationship between store images and impels buying behavior and customer satisfaction. Literature review is discovering the link between perceived store image and perceived service quality and private brand labeling. Store images elements are "nice feeling" to the physical attributes of "price", "quality" and "reputation". The construction of store image consist on best service quality, suitable price, customers satisfactions (Thompson & Ling Chen, 1998) . Store arrangement and design should be promoted to increase the convenience of the buyers. Experienced and well-trained salespersons can also help to reduce the problems in consumers buying process and lead to impulse purchasing behavior (Crawford and Melewar, 2003) .
Earlier studies have established relationship between store image and brands label. They find out the direct and positive effect of store image on consumer evaluation regarding brands label (Muir et al., 1996b) . Rao and Monroe (1989) conducted a research, in their studies they compared two elements of brand one is brand name and the other is price of the brand. In their study they conducted the research on apparel products they created the effect of store image on perceived quality of apparel products. Vahie and Paswan (2006) conducted a research on student's perception. In their research they check two variables are store image and brands label. In their research they found that single variable store atmosphere had a positive impact on apparent quality of brands label. They said that price and image of the store had positively impacted on satisfaction with private labeled clothes. On the other, Collins-Dodd and Lindley (2003) conducted their research on food products. In their research they found that there is a weak support and weak relation between store image and brands label of food for one of three stores. There is just store variety and atmosphere was significant. Store image is also increase by the quality of product there is positive relationship between product quality and the store image (Baker et al., 1994) .
Private label brand (PLB) of cosmetics is also known as store brands of cosmetics, or own brands of cosmetics, and retailer sold by its own outlets. Like on Imtiaz super market there is Shan and Imtex are their own brands label they are just available on Imtiaz super market. According to Jin and Suh, (2005) most of customers factors linked with private label brand behavior of purchasing can be based on three classifications such as personality, socioeconomic (Baltas and Argouslidis, 2007) and perceptual (Garretson et al., 2002) . In earlier studies consumers widely investigated perceptual features such as service-quality, value, perceived quality and price consciousness (Baltas and Argouslidis, 2007) . We think that purchase intention refer to a consumer tendency to purchase a brand regularly in the future and resist switching to other brands. Also literature shows that image factor (store image) and service quality perception are important elements of Private label brand purchase intention (Diallo, 2012) .
In literature, the term is also defined as "store brand" or "retailer brand" (Lincoln and Thomassen, 2008) . As shown in a study of the year 2016 by the universal information and measurement company Nielsen (2003) , 70% of European respondents or customers believe in private labels being a good alternative to manufacturer brands. In addition, the market shares in Europe in 2016 grew up to 45% in some countries (Nielsen, 2003) . With these high market shares and strong believes in favor of private labels, the significance is obvious. Overall, private branding is a mature industry and the private label products are already in most of consumers' homes (Shankar et al., 2012) .
Methodology
This study is conducted in Lahore& Karachi District. The reason of conducting the study in Pakistan State because of the changing consumer minds day by day intention towards retail stores in Pakistan. In order to gather primary data a self-administered questionnaire is formed as a research instrument. It consists of service quality, store image, PLB in retail stores. In our study measurement scale is used in questionnaire we developed from prior studies. The population in this research was customers of the different retail stores of Lahore and Karachi. Snowball sampling technique used was used to increase the accuracy of data. For collection of data the questionnaire was delivering directly to the 200 respondents. Data was analyzed by Partial least squares model (PLS). This PLS was used for casual molding approach i.e. evaluation of the structural model and measurement model.
Results
In the current study statistical software SPSS is used in order to test path model. In the field of behavioural research and communication related to casual relationships, partial least squares PLS is used, which is a type of structural equation modelling (SEM). Current research uses structural equation modelling in order to examine casual models. A statistical technique used to simultaneously prove the causal relationship -not a piecemeal approach. SEM offers a wide range of adaptable and flexible casual modelling scenarios (Hair et al., 2011) . To attain higher theoretical simplicity and lower model complexity, PLS-Path models or componentbased structural equation modelling allow for the evaluation of hierarchical models (Hair et al. 2014) . PLS-Multi group analysis was also used to assess mediators who adjusted moderately self-evaluators and low-
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Purchase Intention core self-evaluators. The current study sample size is n = 200. The relationship between construction and related items is specified by an external or measurement model, although the structural model defines the relationship between construction items as shown below (Figure 1 ).
Figure 1: Structural Model
Discriminant validity and convergent validity are utilized to validate the Model. CR and AVE are used for validity convergence. All values of AVE and CR should be higher than 0.5 and 0.7 respectively. Fornell and Larcker (1981) criterion is used to check discriminant validity of model. This study represents that the indicators variance is more shared with the construct compared to some other construct. It is required for testing that the maximum squared correlation with other construct should be lower than the AVE value of each construct. Cross Loadings is utilized in order to check model's discriminant validity. This strategy, frequently viewed as more liberal. Henseler et al., (2009) concludes that the cross loadings on different constructs is lower than the loadings of every indicator on its construct. Specifically tailored questionnaire are developed for the data collection of this research. In this study, reward system, employee motivation, core self-evaluation and patient oriented behavior was analyzed. Initially, models of reflective measurement should be assessed for their validity and reliability (i.e., convergent validity and discriminant validity) we used PLS-algorithm (Fig 2) . As per our observation, for the indicator reliability, 19 out of 35 indicators consist of outer loadings of over 0.70 (Table 1 ) & (Fig. 2) .
Figure 2: Working Algorithm
In total 8 indicators of Store image are used, 4 out of the total 8 indicators have an overall reliable outer loading. And 5 indicators of Store image were used, 3 of the 5 indicators have reliable outer loading. In Service Quality have 22 indicators in which 12 are reliable. We considered 12 out of 22 indicators of Service Quality for reliability. Note: items SI3, 5, 6, 8, SQ1, 2, 3, 6, 9, 13, 17, 18, 19, 20, 22, and PLB33, 34 were deleted to improve Ep. Thus, the models' indicators for reflective measurement reach satisfactory level of indicator's reliability. According to (Nunnally, 1978) , the reflective measurement models accomplish combined reliability values of 0.885 and greater. Table 3provides the evidence of the internal consistent reliability of the construct measures. Likewise, as presented in Table 3 all of the values of AVE-Average variance are greater than the 0.5 threshold. We executed the PLS-B Bootstrapping in order to connect the hypothesis relationships between variables of the model, as shown in (Figure 2) . Figure 2 provides path coefficients estimates. The path coefficient value are consistent between a range of "-1 to +1".Path coefficient closer to "+1" indicates strong positive relationship. Similarly strong negative relationship is indicated by the path value of coefficient closer to "-1". Statistically a standardized error can be reached (Anselmsson et al., 2008) even with the coefficient values closer to -1 or either +1. It is achieved by bootstrapping test for significance. 
Figure 3: Bootstrapping PLS
The influence of service quality to enhance the private label brand and store image is hypothesized. Table  8represents the outcomes that supports the Hypothesis H1 & Hypothesis H2. Hypothesis 1 shows that service quality have positive and significant effect on store image showing Hypothesis (1) was supported (β = 0.886, t-value = 43.229, p-value = 0). Hypothesis 2 forecasts the store image has effect on private label brand. The results designate that store image, (β= 0.431, t-value = 2.804 and p-value < 0.05 = 0) has a noteworthy effect on private label brand, thus supports H2. (Table 8) .Hypothesis 3 proposed the service quality has significant but negative effects on PLB, According to the push and pull effect (Khuong & Ha, 2014) . The result points that service quality (β = -0.818, t-value = 6.701, p-value <0.05 = 0) significantly but negativity influenced private label brand: supporting Hypothesis (3) ( Table 8 ). Hypothesis 4 predicts that store image mediates the relationship between service quality and private label brand. The direct relation is significant as per our findings, the beta value of direct effect of service quality and store image on PLB (β = -0.818; t-value= 6.701 p-value =0.00)and indirect effect (β = 0.382, t-value= 2.743 and p-value 0.006 = 0)was significant supporting hypothesis (4).store image have significant but positive direct effect and significant but negative indirect effect meditation so this mediation is regularly partial mediation (Nitizl et al, 2016) . The standardized coefficient of the indirect effect of SQ on PLB is .382 (t = 2.743), which is significant at .006 level. Note: Coefficients of Path: *p, 0.05, **p, 0.01 level, ***p, 0.001 level. Negatives: Non-significant. Control variables are not presented in the model for simplicity.
Conclusion
This study was about the impact of store image on purchasing intention of the labelled brands of cosmetics. Good brands label leads to good store image between the customers mind. When the store image is good the customer purchase the brands label of cosmetics of that store. We focus on the brands label of the store which is very helpful for creating the good store image of that store. The outcomes of our study show that store service quality effect the store image of the store and store image leads to increase the purchase intention of the customer towards the brands label of cosmetics.
